served as the overarching framework, combining the uses and gratifications theory and the extended technology acceptance model (Kim, Ma, & Park, 2009 
INTRODUCTION
Mobile technology has evolved into a new, fast-growing marketing communication tool. Via technology, consumers access the Internet wirelessly to search for and research information, products, and services from anywhere and at any time (Ktoridou, Epaminondas, & Kaufmann, 2008) . Mobile commerce (hereafter m-commerce) is defined as next-generation e-commerce in which any monetary transactions, such as shopping, banking, purchasing mobile phone services, and investing, occur using mobile devices (Ko, Kim, & Lee, 2009) . By the end of 2011, it was estimated that there were approximately 5.98 billion mobile subscriptions worldwide, which was attitudes toward using mobile devices for communication as well as for commerce purposes. The integrated stimulus-organism-responses paradigm served as the overarching framework for this study, combining the extended technology acceptance model ) and the uses and gratifications theory . The significance of this study lies in two areas. First, it attempts to offer an integrated theoretical framework to understand contemporary young adult consumers' perceptions of and attitudes toward using mobile devices by synthesizing three theories from various fields, specifically marketing, environmental psychology, and communication. Second, this study investigates how three different personal trait variables (high-tech involvement, experiment proclivity, and fashion/brand leadership) play roles in the consumers' perceptions of and attitude toward mobile communication and toward m-commerce.
THEORETICAL FRAMEWORKS
Because young adult consumers have adopted wireless Internet technology quickly, it has become urgent to better understand their shopping experiences in today's technologically advanced marketplace. Two theoretical perspectives, the technology acceptance model (TAM) and the uses and gratifications theory (UGT), have been applied extensively in the study of consumer behavior related to the adoption and use of technology (Chua, Goh, & Lee, 2012; Gao, Sultan, & Rohm, 2010; Stafford, Stafford, & Schkade, 2004) . For instance, a recent study by Kim et al. (2009) provided empirical evidence supporting the integration of TAM (Davis, 1989) and the theory of reasoned action (Fishbein & Ajzen, 1975) in the mobile communication context. In this study, we adopt Fiore and Kim's (2007) integrated stimulusorganism-responses (S-O-R) model to serve as a grounding framework to combine and expand UGT and the extended TAM model by Kim et al. (2009) . This is done by incorporating and examining the effects of high-tech involvement, experiment proclivity, and fashion/brand leadership as personal trait variables on young consumers' perceptions of and attitudes toward using mobile devices for communications and commerce.
Stimulus-Organism-Response (S-O-R) Model
Since the introduction of Holbrook and Hirschman's (1982) ground-breaking work on the nature and mechanism of experiential consumption-consumers' hedonic responses during shopping and usage experiences-researchers have studied extensively the effects of experiential consumption on consumer responses. Based on an in-depth literature review in environmental psychology, Fiore and Kim (2007) presented an integrated conceptual model that combines both the hedonic experience-related consciousness-emotion-value model and the utilitarian experience-related cognition-affect-behavior model under the paradigm of the S-O-R model. Stimulus is defined as an element in the shopping environment that potentially affects the consumers' cognitive/consciousness and affective/emotional processes . According to Fiore and Kim, person-environment variables, such as personal traits, demographic characteristics, and market segments, serve as moderators influencing the strength and direction of the relationships between the stimulus (the shopping environment) and consumers' responses (attitudes and behaviors) to the shopping environment. They also noted that the organism, which includes the individual's consciousness, emotion, and value variables along with the cognition and affect variables, mediates the processes between the stimulus and consumers' responses. In the present study, therefore, we examined various personal trait variables that pertain to mobile shopping environments that may affect consumers' responses toward mobile communication and/or toward m-commerce.
The personal trait variables studied in the current research are high-tech involvement, experiment proclivity, and fashion/brand leadership. Examining these personal traits is also theoretically grounded on UGT , which has been used to explain the role of personal motive related to consumer choice of a new communication medium (Chua et al., 2012; Gao et al., 2010; Stafford et al., 2004) .
Uses and Gratifications Theory (UGT)
The UGT stemmed from mass communications research as a paradigm to understand media users' motives to seek out a media source that fulfills specific gratifications . The UGT is considered to be one of the most appropriate theoretical frameworks to predict factors related to consumer choice of media (Chua et al., 2012; Gao et al., 2010) . The UGT has been used in the study of consumers' adoption of different media, including technologies, software services, and mobile services, and to explain how users proactively search for the optimum medium that will not only meet the given basic needs but also enhance knowledge and social and psychological needs (Chua et al., 2012; Gao et al., 2010; Leung, 2001; Leung & Wei, 2000; Stafford et al., 2004) . Previous studies have demonstrated that nonutilitarian gratifications, such as sociability, symbolizing one's status, and fashionability, are very prominent for mobile uses (Leung, 2001; Leung & Wei, 2000; Thorbjornsen, Pedersen, & Nysveen, 2007) . For example, related to an individual's instant messaging service, Leung (2001) found that usage was defined by seven gratification factors: relaxation, entertainment, fashion, inclusion, affection, sociability, and escape. In a study of mobile phone use, Leung and Wei (2000) also identified several perceived gratification factors, including affection/sociability, entertainment, instrumentality, psychological reassurance, fashion/status mobility, and immediate access. In a study that examined users' motivation on Internet use, Stafford et al. (2004) identified three major gratifications: content, process, and the social. Content gratifications concern the information and technology application hosted by the mobile service, process gratifications concern the actual use of the mobile technology, which involves high-tech involvement and experiment proclivity, while social gratifications are related to the mobile use for interpersonal communication, status, and thus fashion in general, including fashion/brand leadership. Although Stafford et al.'s (2004) study was based on Internet use, we believe similar gratifications can be identified for mobile use. Therefore, we draw on Stafford et al.'s three gratification factors for investigating three personal trait variables: high-tech involvement, experiment proclivity, and fashion/brand leadership.
Extended Technology Acceptance Model (TAM)
TAM (Davis, 1989) , which originated from the theory of reasoned action (TRA; Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975) and was tailored for the field of information system management, presented perceived usefulness and perceived ease of use as attitudinal determinants to explain relationships among attitudes, intention to use, and actual application usage of a specific technology application system. A number of studies support the relationships depicted by the TAM (e.g., Kwon & Chidambaram, 2000; Nysveen, Pedersen, & Thorbjornsen, 2005a , 2005b Pagani, 2004; Venkatesh, Morris, Davis, & Davis, 2003) . Integrating TAM, TRA, and the media dependency theory (Ball-Rokeach & DeFleur, 1976) , Kim et al. (2009) proposed and empirically tested an extended TAM model in mobile communication and m-commerce settings. They found positive relationships among consumers' perceptions of the ease of mobile device use, usefulness of mobile devices, and enjoyment using mobile devices in predicting adoption of mobile communication and m-commerce for the fashion industry.
This current study extends the Kim et al. (2009) study by examining the effect of personal trait variables on consumers' attitudes toward the adoption of mobile technology for fashion goods. In this study, various personal traits (high-tech involvement, experiment proclivity, and fashion/brand leadership) were examined as predictors of perceived ease of use, perceived usefulness, and perceived enjoyment using mobile devices. Based on the synthesis of the adopted theoretical frameworks, we proposed the conceptual model (see Figure 1 ) to be empirically examined in the present study. Subsequent literature review for hypotheses development follows.
LITERATURE REVIEW

Consumer Behavior in M-commerce
The significant growth in mobile device usage has resulted in the increasing execution of mobile advertisements for products and services and, in turn, mobile networking has become an efficient and effective channel of marketing communication (Tsang, Ho, & Liang, 2004) . However, the results of this effective channel cannot be successful without positive consumer attitudes toward the channel and/or advertisement itself. Consumers' attitudes toward mcommerce have been studied by comparing consumers in the US and other countries (e.g., Altuna & Konuk, 2009; Shen & Chen, 2008) . Various antecedents affecting consumers' attitudes toward m-commerce were examined in previous studies. Jun and Lee (2007) found that characteristics of mobile technology, such as mobility, convenience, and multimedia service, were positively related to attitudes toward mobile advertising. Phau and Teah (2009) studied young consumers' motives for using short message services (SMS) and found that convenience and economical benefits significantly influenced SMS usage frequency. In addition, Nysveen et al. (2005a Nysveen et al. ( , 2005b showed that perceived enjoyment, perceived usefulness, and perceived expressiveness had strong overall impacts on consumers' intentions to use mobile services. They also found that perceived usefulness was a general antecedent for consumers' intentions to use various kinds of mobile services, while perceived enjoyment was a particularly important driver for using experiential services such as communication and gaming services. Furthermore, other studies have examined how mobile marketing influences the consumer decision-making process and shopping experience. For example, Karaatli, Ma, and Suntornpithug (2010) studied mobile services' impact on the overall shopping experience of the consumer and at different stages of the consumer decision-making process. They found that most of the participants believed that mobile services can potentially improve the various aspects of the shopping experience. On the contrary, Maity (2010) examined consumer decision-making experiences across three channels-m-commerce, e-commerce, and instore-and found negative responses to consumer decision-making in the m-commerce setting. This finding was explained by the cognitive cost/sacrifice associated with undertaking decisionmaking in an m-commerce setting: Most participants complained of experiencing physical and emotional stress when using m-commerce as a new retail channel.
High-Tech Involvement and Experiment Proclivity
A few studies have explored the antecedents of TAM's perception variables, particularly regarding the adoption of m-commerce. One stream examined the relationships between consumers' involvement with advanced technology, such as mobile technology, and their attitudes toward and/or adoption of m-commerce (e.g., Altuna & Konuk, 2009; Jayasingh & Eze, 2009) . In this paper, we focus on individuals' high-tech involvement as an explanatory and predictive variable for consumers' attitudes toward using mobile devices for communication as well as for commerce. Goldsmith and Hofacker (1992) argued that domainspecific innovation provides a deeper explanation of an individual's innovativeness and is highly associated with one's adoption of new products. In the literature, domain-specific innovativeness has been studied as a significant predictor of consumers' adoption of innovations (e.g., Goldsmith & Hofacker, 1992; Hirunyawipada & Paswan, 2006 Lewis, Agarwal, & Sambamurthy, 2003; Lu, Yao, & Yu, 2005) . A recent study by Khare, Singh, and Khare (2010) also found that individuals' innovativeness among the Gen Y segment was a major determinant of online shopping in India. Based on previous literature in domain-specific innovativeness, e-commerce, and m-commerce, we anticipate that we may find positive relationships between individuals' high-tech involvement and perceptions of using mobile devices for communication. Therefore, we hypothesize the following:
H1: High-tech involvement has a positive impact on perceived ease of using mobile devices for communication. H2: High-tech involvement has a positive impact on perceived usefulness of the devices for communication.
H3: High-tech involvement has a positive impact on perceived enjoyment of using the devices for communication.
In previous studies, researchers asserted the need for modifying and extending TAM to be more suitable in the mobile technology context (e.g., Jayasingh & Eze, 2009 ). These researchers pointed out that although TAM has been supported with its applications and validations through numerous studies, it does not account for the possibility of influence from social and personal control factors. Venkatesh and Davis (2000) found that computer self-efficacy and objective usability are important antecedents influenced by individual experiences with the system. In the present study, we define the individual's experiment proclivity as one's personal trait and inclination toward the new technology/environment where one possesses less reservation and more adapting, as compared to those who are reluctant to use new technology. Thus, they may find using mobile devices easier, more useful, and more fun as compared to their counterparts. For that reason, we hypothesize that individuals' proclivity toward conducting experiments or the experiments themselves may enhance perceptions regarding the use of mobile devices as easy and enjoyable, as well as useful for communication and commerce:
H4: Experiment proclivity has a positive impact on perceived ease of using mobile devices for communication.
H5: Experiment proclivity has a positive impact on perceived usefulness of the devices for communication.
H6: Experiment proclivity has a positive impact on perceived enjoyment of using the devices for communication.
Fashion/Brand Leadership
In this study, we operationally define fashion/brand leadership as not only one's involvement in and knowledge about fashion but also one's level of influence over peers in regards to selecting fashion products and brands related to being fashionable. Previous studies show that consumers' involvement affects their level of attention, information processing, comprehension, decision making, and response to advertising (Celsi & Olson, 1988; Isomursu, Isomursu, & Leinonen, 2006; Maheswaren & Meyers-Levy, 1990 ). Hoffman and Novak (1996) found that highly involved consumers would pay greater attention to relevant Web sites, compared to less involved ones. Balabanis and Reynolds (2001) found a significant relationship between consumer involvement and consumer attitude toward online shopping. In addition, it has been proven that social influences have an important impact as one of the antecedent constructs to explain the TAM model (Venkatesh & Davis, 2000) . Sproles (1979 , cited in Miller, McIntyre, & Mantrala, 1993 defined fashion as "a way of behaving that is temporarily adopted by a discernible proportion of members of a social group because that chosen behavior is perceived to be socially appropriate for the time and situation." Such individuals closely monitor what is considered as fashionable in the given period and place and spend substantial amounts of time and effort to collect information regarding fashion. In other words, those who considered themselves as fashion leaders are highly involved in the subject matter in our case: fashion. For instance, Kincade, Kim, and Gibson (2010) also found that consumers with a higher level of fashion leadership were highly involved in fashion products and exhibited a higher level of willingness to try on fashion products, compared to counterparts. Their finding implies a positive association among fashion involvement, fashion leadership, and experiential proclivity. Another study found a positive linkage between fashion leadership and use of multiple retail channels (Cho & Workman, 2011) . Their finding may be explained by the consumer's use of mobile devices as fashion statement. For instance, when a brand new mobile device (e.g., iPhone) is launched, fashion leaders consider it fashionable and innovative to acquire the newly launched mobile device. According to Totten and his colleagues (2005) , Gen Y consumers tend to view their mobile phones as a means for self-expression. Therefore, we anticipate that the self-expressive nature of mobile device uses in public would influence the perceptions of mobile communication as easy, useful, and enjoyable. Based on the previous findings, we hypothesize the following: H7: Fashion/brand leadership has a positive impact on perceived ease of using mobile devices for communication.
H8: Fashion/brand leadership has a positive impact on perceived usefulness of the devices for communication.
H9: Fashion/brand leadership has a positive impact on perceived enjoyment of using the devices for communication.
TAM Variables as Predictors of Attitudes toward Mobile Communication and toward M-Commerce
A number of studies have already empirically supported the relationships among perceived ease of use, usefulness, and enjoyment in the context of adoption of mobile technology (e.g., Kwon & Chidambaram, 2000; Kim et al., 2009; Nysveen et al., 2005a Nysveen et al., , 2005b . Previous studies showed positive and direct relationships among those variables. Kim et al. (2009) found that perceived ease of use, subjective norms, perceived usefulness, and perceived enjoyment were significant factors influencing consumers' attitudes toward mobile communication and toward m-commerce, which in turn led to their behavioral intention to use m-commerce technology for the purposes of searching for and purchasing fashion products. Therefore, we propose the following: H10: Perceived ease of using mobile devices for communication has a positive effect on the perceived usefulness of mobile devices for communication.
H11: Perceived ease of using mobile devices for communication has a positive effect on the perceived enjoyment of using mobile devices for communication.
Perceived ease of use, one of the main structural variables of the TAM model, refers to a user's belief that using a particular system is without difficulty and effort (Davis, 1989) . Perceived ease of use has been investigated as an important factor in understanding acceptance of information technology (Al-Gahtani & King, 1999) , the wireless Internet through mobile devices (Lu et al., 2005) , e-commerce (Jiang, Hsu, Klein, & Lin, 2000) , and m-commerce (Kwon & Chidambaram, 2000; Kim et al., 2009; Nysveen et al., 2005a Nysveen et al., , 2005b . In previous studies, the effect of perceived ease of use on attitudes is considered an indirect effect mediated by perceived usefulness. However, recent studies claimed the direct influence of ease of use on attitude toward accepting the technology (Chiu, Huang, & Yen, 2010; Yu & Tao, 2009 ). Therefore, we hypothesize the following:
H12: Perceived ease of using mobile devices for communication has a positive impact on the attitude toward using mobile devices for communication.
Perceived usefulness refers to users' beliefs that using a particular system may improve their performances (Sadia, 2011) . In the fashion retailing industry, it is critical to deliver contemporary trends to consumers in a timely manner due to the inherent nature of the goods, especially for fast fashion (Byun & Sternquist, 2011) . A useful Website should provide all possible information, especially the tracking information of specific products. For instance, Park and Kim (2007) showed that time-related information, such as stock availability and time for shipping/handling of the ordered items, influences consumers' perceptions of the time-related risks of and attitudes toward online shopping. M-commerce extends e-commerce by using the wireless network. Therefore, the influence of perceived usefulness will be an important factor to investigate regarding users' attitudes toward fashion-related mobile communication and m-commerce. In addition, previous studies have already demonstrated that perceived usefulness was one of the crucial factors influencing the adoption or acceptance of m-commerce services (e.g., Huei, 2004; Mariga, 2003) . Recently, Kim et al. (2009) and Yaseen and Zayad (2010) provided additional empirical evidence to this relationship in the m-commerce context. Therefore, we propose the following:
H13: Perceived usefulness of using mobile devices for communication has a positive impact on the attitude toward using mobile devices for communication.
Literature in e-commerce with image interactive technology showed that consumers' emotional pleasures and/or affect acquired in the online shopping environment influenced consumers' attitudes toward online shopping (e.g., Childers, Carr, Peck, & Carson, 2001; Fiore, Jin, & Kim, 2005; Kim, Fiore, & Lee, 2007) . The importance of perceived enjoyment has been emphasized by van der Heijden (2004) , who claimed that perceived enjoyment dominated perceived usefulness in influencing the adoption behavior of hedonic information systems. Gentry and Calantone (2002) demonstrated that perceived enjoyment and perceived usefulness significantly explained consumer attitudes toward technology in a variety of contexts, including e-commerce. Kim, Park, and Oh (2008) also showed in their study that perceived enjoyment, perceived monetary value, perceived usefulness, and perceived ease of use were four major factors facilitating the adoption of SMS in South Korea. Based on a literature review related to perceived enjoyment, we hypothesize the following:
H14: Perceived enjoyment of using mobile devices for communication has a positive impact on the attitude toward using mobile devices for communication.
H15: Perceived enjoyment of using mobile devices for communication has a positive impact on the attitude toward using the devices for m-commerce.
Attitude Shifts Among the Retail Channels
Using the media dependency theory (Ball-Rokeach & DeFleur, 1976) , Kim and Park (2005) illustrated a significant attitudinal shift from a traditional brick-and-mortar retailer to an online version of the retailer. Their study was one of the first empirical attempts to establish the theoretical argument that consumers' attitudes toward the new and/or technologically advanced retail channel is based on their present attitudes toward the traditional channel of that retailer. Based on this finding, Kim and her colleagues (2009) proposed a positive causal linkage between the attitude toward using mobile devices for communication purposes and the attitude toward using mobile devices for commerce. Kim et al. (2009) empirically demonstrated that consumers' attitudinal shifts occurred in the mobile technology context. Similarly, Bigné, Ruiz, and Sanz (2007) found that the frequency and the duration of mobile device use influenced the frequency of using m-commerce. Thus, based on the previous literature, we propose the following: H16: The attitude toward using mobile devices for communication purposes has a positive impact on the attitude toward using the devices for m-commerce.
METHOD Sample and Data Collection
We obtained a total of 504 usable responses from college students who reported existing subscriptions to mobile services on their devices. Respondents were recruited from six academic courses in a mix of general education and fashion merchandising disciplines in two large U.S. universities, one in the Midwest region and the other in the Southeast Coastal region, using a nonrepresentative convenience sampling technique. Students who volunteered for participation received extra course credit as an incentive during a 2-month period in spring 2011. For this study, we adopted a college student sample because the majority of the students represent Gen Y. This generational segment is critical for examining perception and evaluation of mobile uses due to their extensive usage of mobile devices (Burns, 2005; Ehret, 2011) . For instance, they often use mobile technology to stay connected with family and friends by checking e-mails, sending text messages, or updating their statuses on social media sites, as well as applying the technology to diverse activities for entertainment (Cross-Bystrom, 2010; Totten et al., 2005) .
Instruments
To measure an individual's personal traits, we researchers adopted scales from previous literature, as shown in Table 1 . To measure high-tech involvement, six items from Goldsmith and Hofacker's (1992) domain-specific innovativeness scale and two items from Dickerson and Gentry (1983) were adopted and modified to suit the high-tech product category. To measure the experiment proclivity, three items were adopted from Joseph and Vyas's (1984) open processing scale. To measure fashion/brand leadership, we adopted three items from Lumpkin (1985) and two items from Hawes and Lumpkin (1984) . To measure three perception constructs in the TAM-perceived ease of use, perceived usefulness, and perceived enjoyment-regarding mobile device uses for communication, we adopted Childers et al.'s (2001) scales. All items were measured on a five-point Likert scale from 1, strongly disagree, to 5, strongly agree. All TAM scales were modified to suit the mobile communication context (See Table 2 ).
A six-item attitude scale (e.g., bad-good, unfavorable-favorable, dislike-like) developed by Stayman and Batra (1991) was used for measuring both attitude toward mobile communication and attitude toward m-commerce on a five-point semantic differential scale. The preface, "Using a cell phone for communication with others would be…" was used for attitude toward mobile communication, whereas "purchasing music, phone ring tones, wallpapers, etc., using cell phone would be…" was used for attitude toward m-commerce. We also gathered participants' demographic information including age, sex, ethnicity, and disposable income. Prior to distribution, four graduate research assistants and two faculty members pilot-tested the questionnaire to ensure the clarity of item wording and appropriateness of modified items in the mobile usage context. 
FINDINGS Sample Description
Slightly more than one half of our respondents were female (n = 266, 52.5%). Respondents ranged between 18 and 26 years of age at the time of the data collection. Most respondents (94.6%) fell in the age range between 18 and 23 years, with almost three quarters being aged 20 to 22 years (74.6%). The majority were Caucasians (87.9%), followed by Asian Americans (4.6%), African Americans (2.8%), and Hispanic Americans (1.2%). Slightly over 35% of the respondents reported that they had a monthly discretionary income of less than $100, and another 36.5% had that of between $100 and $299. Descriptive statistics of the respondents' demographics are shown in Table 3 .
Preliminary Analysis
Exploratory factor analysis using a varimax rotation was conducted to test construct validity of research variables and to determine whether multiple indicators for each research variable comprised one factor dimension (Cronbach & Meehl, 1955) . Factor loadings above .55 (Nunnally & Bernstein, 1994) and less than .30 on other factors (Kline, 2004) were considered evidence for construct validity. Cronbach's alphas of all research constructs were above .81, indicating good reliabilities of measures (see Tables 1 and 2 ). Means of summated multiple item variables were used to represent model constructs for testing the proposed model and research hypotheses.
Causal Model Analysis: Hypotheses and Model Testing
The proposed model consists of three exogenous variables (high-tech involvement, experiment proclivity, and fashion/brand leadership) and five endogenous constructs (perceived ease of use, perceived usefulness, perceived enjoyment, attitude toward using the mobile device for communication, and attitude toward using mobile device for commerce). Descriptive statistics and correlation coefficients among constructs for the model are presented in Table 4 . The path analysis of the causal model was conducted by a maximum-likelihood estimation procedure using AMOS 20.0. To assess the model fit, a chi-square statistic, goodness-of-fit index (GFI), adjusted goodness-of-fit index (AGFI), parsimonious goodnessof-fit index (PGFI), normed fit index (NFI), and root mean square error of approximation (RMSEA) were used. The chi-square test assesses the adequacy of a hypothesized model to reflect variance and covariance of the data. We used Kline (2004) and Schumacker and Lomax (2004) criteria as an indicator of good model fit to the data (GFI > 0.95, AGFI > 0.90, PGFI < 0.50, NFI > 0.95, RMSEA < 0.07, chi-square/df < 2). For the statistical significance of parameter estimates, t-values were used. The results of the causal model analysis of the proposed conceptual model revealed a chisquare of 69.88 with 9 degrees of freedom (chi-square/df = 7.77; p < .01). The GFI was .97; AGFI was .87; PGFI was .24; NFI was .76; and RMSEA was .116. The fit indices were not acceptable according to the Kline's (2004) criteria. Thus, we deleted the insignificant paths from the model. Then we revised the model by including two additional causal paths suggested by the modification indices (i.e., fashion/brand leadership to attitudes toward mobile communication as well as toward m-commerce). The causal analysis of this revised model achieved a chi-square of 12.56 with 11 degrees of freedom (p = 0.32). The GFI was .99; AGFI was .98; PGFI was .30; NFI was .98; and RMSEA was .017. The fit indices indicate that the revised model fit the data very well and is parsimonious. Figure 2 exhibits the results of testing the revised model, including significant standardized path coefficients and t-values for each relationship as well as squared multiple correlations (R 2 ) for each endogenous construct. The revised model explained a small to large amount of variance in dependent variables, including perceived ease of use (R 2 = .07), perceived usefulness (R 2 = .15), perceived enjoyment (R 2 = .10), attitude toward mobile communication (R 2 = .639), and attitude toward m-commerce (R 2 = .15). Eleven hypotheses received statistical support, while five were rejected. Hypothesis 1, examining the effects of individuals' high-tech involvement on perceived ease of use of mobile devices, was statistically significant (gamma 11 = .16, p < .01), while it had no significant impact on perceived usefulness (H2: gamma 21 = .08, p = .11) nor perceived enjoyment (H3: gamma 31 = .01, p = .86). Hypotheses 4 through 6, testing the positive effects of individuals' experiment proclivity on perceived ease of use, perceived usefulness, and perceived enjoyment, only received statistical support for its impact on perceived ease of use (H4: gamma 12 = .16, p < .01), while it did not have significant direct effects on perceived usefulness (H5: gamma 22 = .04, p = .38) nor perceived enjoyment (H6: gamma 32 = .01, p = .84). Hypotheses 7 through 9 proposed a positive and direct influence of fashion/brand leadership on three TAM variables. The findings indicated significant statistical support regarding the influence of fashion/brand leadership on perceived usefulness (H8: gamma 23 = .11, p < .01) as well as perceived enjoyment (H9: gamma 33 = .19, p < .01), while not exhibiting its impact on the perceived ease of use (H7: gamma 13 = .09, p = .08).
As we proposed, perceived ease of use exhibited positive and direct effects on perceived usefulness, perceived enjoyment, and attitude toward mobile communication (H10: beta 21 = .36, p < .01; H11: beta 31 = .23, p < .01; H12: beta 41 = .23, p < .01). Hypothesis 13, which tested the positive relationship between perceived usefulness on the attitude toward mobile communication, also received statistical support (H13: beta 42 = .31, p < .01). Hypotheses 14 and 15 investigating perceived enjoyment's positive and direct impact on the attitude toward mobile communication as well as toward m-commerce also received statistical support (H14: beta 43 = .22, p < .01; H15: beta 53 = .18, p < .01). Lastly, Hypothesis 16 proposed that attitude toward mobile communication positively predicts attitude toward m-commerce, and results showed that this positive prediction received statistically significant support (H16: beta 54 = .16, p < .01).
DISCUSSION
As mobile technology has become a venue for the next generation of e-commerce (Ktoridou et al., 2008) and an important part of young consumers' lifestyles, it was imperative to Note: Standardized path estimates are reported. Bold arrows indicate additional paths suggested by the modification indices. ** p < .01 using two-tail test examine the effect of personal traits on consumer perceptions of using mobile devices as well as attitudes toward mobile communication and toward m-commerce. The present study's findings showed that individuals' high-tech involvement and experiment proclivity were important factors influencing individuals' perceived ease of using mobile devices for communication, although they did not explain perceived usefulness and perceived enjoyment of using the devices for communication. As indicated earlier, perceived ease of use is defined as users' belief that using a particular system is without difficulty and effort (Davis, 1989) . Consumers who are already highly involved in technology and who are likely to try new things are most likely to find using mobile devices not difficult. However, those individuals probably have used technological devices other than mobile ones, and would not necessarily find mobile devices more useful and enjoyable than other devices. Another possible explanation may be the mediating role of the perceived ease of use between the personal trait variables and perceived usefulness and perceived enjoyment of using mobile devices. This is consistent with previous findings related to the TAM model that the effect of external variables on attitude is mediated by the perceived ease of use (Venkatesh & Davis, 2000) .
This study revealed that fashion/brand leadership had a positive effect on both perceived enjoyment and perceived usefulness of mobile devices for communication, yet no significant effect on perceived ease of using the devices. This result is consistent with findings of previous studies related to fashion innovativeness: Consumers with higher fashion innovativeness tend to engage more often in experiential shopping that is motivated by a desire for pleasure rather than practical purposes (e.g., Cho & Workman, 2011; Peck & Childers, 2003) . Thus, those individuals with higher levels of fashion/brand leadership would find mobile devices more enjoyable compared to those with lower levels of fashion/brand leadership. In addition, this finding is in line with the UGT studies that demonstrated the strong influence of nonutilitarian gratifications, including sociability, symbolizing one's status, and fashionability, as very prominent for mobile uses (Leung, 2001; Leung & Wei, 2000; Thorbjornsen et al., 2007) .
In addition to the proposed hypotheses, fashion/brand leadership exhibited a significant and positive impact on the attitude toward using mobile devices for communication as well as the attitude toward using the devices for commerce. Although not anticipated, these results dovetail with recent theory and research on the expressive nature of the mobile devices as a part of the individual self (e.g., Totten et al., 2005) . Most smart phones equipped with mobile Internet technology are rather highly priced and designed to exhibit cutting-edge, technologically advanced functions. For instance, the iPhone 4s has unique design elements and features that make the device easy to differentiate from other devices. Thus, mobile devices can be used as means of self-expression or developing one's identity (Shtykh et al., 2009; Taylor & Harper, 2001 ) by purchasing custom cases. As a result, mobile devices function as visible products that possibly modify the users' projected image in the same manner as fashion products do (Sproles, 1979 , in Miller et al., 1993 .
Another possible explanation for the positive effect of fashion/brand leadership on attitude toward mobile devices is the young consumers' cultural issues. Whether young consumers already perceive mobile devices as fashionable products or not, using mobile devices has become the most distinctive cultural factor among Gen Y consumers. Thus, leaders in fashion may exhibit even more positive attitudes toward using mobile devices for communication and commerce to reconfirm their leadership in innovativeness toward new things. Therefore, this visibility, as well as the quintessential cultural value of using mobile devices, may enhance consumers' attitudes toward mobile devices for communication as well as for commerce.
This study adopted three different behavioral theories, S-O-R, UGT, and extended TAM, to form an integrated theoretical model for understanding the mobile behavior of contemporary young consumers. The findings of this study are consistent with the previous studies Kwon & Chidambaram, 2000; Nysveen et al., 2005a Nysveen et al., , 2005b Pagani, 2004 ) that exhibited direct and positive relationships among three TAM variables: perceived ease, perceived usefulness, and perceived enjoyment of using mobile devices.
Consistent with prior studies (e.g., Kim et al., 2009 ), all three TAM variables also were found to be significant antecedents of attitudes toward using mobile devices for communication as well as commerce. In addition, the findings showed that the proposed model based on the paradigm of the S-O-R model also exhibited the robustness of the paradigm in the mobile communication and m-commerce context. Personal traits exhibited various direct relationships to the organism (three perception variables), which in turn had a positive impact on the responses (attitudes toward using the mobile devices for communication as well as commerce).
IMPLICATIONS FOR RESEARCH
Previous research by Kim et al. (2009) provided empirical ground for the causal linkages between attitudes and behavioral intention toward mobile communication and toward mcommerce. Thus, in the present study, we focused on revealing the crucial antecedents of the TAM perception variables, which in turn influenced attitudes toward mobile communication and toward m-commerce. The findings of the present study exhibited the important roles of three personal trait variables-high-tech involvement, experiment proclivity, and fashion/brand leadership-on the consumers' perceptions of and attitudes toward using mobile devices for communication and commerce. Although only some research hypotheses received statistical support, the findings of this study contribute to contemporary research on mobile communication and m-commerce by demonstrating these specific personal traits as antecedents of the three core belief constructs in the TAM-perceived usefulness, perceived enjoyment, and perceived ease of use-in the m-commerce context.
Moreover, the findings of the present study exhibited additional direct relationships explaining the impact of individuals' fashion/brand leadership on attitudes toward using mobile devices for communication and mobile commerce. These direct relationships were not previously found in any other study related to mobile technology. Thus, these findings will contribute to the study of mobile technology and retail industry, especially when considering that fashion/brand leadership needs to be taken into account as a critical antecedent variable for understanding contemporary young consumers' perception of and attitudes toward using mobile devices.
IMPLICATIONS FOR PRACTICE
Our research findings offer some pragmatic implications for the marketers and retailers that have already adopted or are considering adopting mobile technology as additional channels to reach out to their customers. The Gen Y consumers have been identified as one of the most influential segments of the mobile industry due to their heavy use of these technologies (Lenhart et al., 2010) . Their personal traits, such as significant high-technology involvement, higher predilection toward experimentation or trying new things, and stronger fashion/brand leadership, should be considered when developing mobile marketing strategies targeted for young adult consumers. Mobile retailers and marketers should look for these key personality traits because the individuals possessing these characteristics would be more inclined to be opinion leaders or innovators within their communities. In addition, these characteristics of Gen Y consumers may positively impact buzz marketing, that is, the favorable word-ofmouth impression generated among users/consumers based on their perceptions of innovativeness and opinion leaders.
Fashion/brand leadership displayed both direct and indirect impact on most endogenous variables in the proposed model. Ubiquitous use of mobile devices by young adult consumers as a means of social connectedness (Kolsaker & Drakatos, 2009) and to expand social relationships (Pertierra, 2005) are deemed closely related to their fashion/brand leadership embodied in the visible, social use of the devices in public. Thus, it may be helpful for mobile marketers and retailers to adopt this construct to examine how mobile device use impacts the consumers' establishing and/or maintaining brand loyalty toward certain mobile device brands or mcommerce applications.
LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH
Several limitations of the study should be noted. First, some important variables are not integrated into the conceptual model. For example, possible predictor variables that may significantly influence consumers' attitude toward using mobile devices include trust (Gefen, Karahanna, & Straub, 2003; Pennington, Wilcox, & Grover, 2003) and privacy concerns (Dinev & Hart, 2005) . In addition, other gratification factors, such as a more diverse sample of the same cohort (i.e., ethnic background, other regions of the world, or social and economic status), may grant an opportunity to provide deeper understanding among this Gen Y consumer segment around the globe. In addition, future research may expand the present study using other generational cohorts (e.g., baby boomers, Gen X, Gen Z) throughout the USA to provide characteristics of the cohorts and their beliefs about and attitudes toward m-commerce, which can assist in developing effective marketing strategies for the mobile retail industry.
Although it was not hypothesized in the present study, our results showed that there was a more dominant impact of perceived usefulness of the mobile devices for communication purposes as compared to perceived enjoyment on the attitude toward using mobile devices for communication purposes. This finding is contrary to the previous findings (e.g., Kim et al., 2009; van der Heijden, 2004) on the dominance of perceived enjoyment over perceived usefulness in influencing one's attitude toward the information system. This finding raises an opportunity for future research to investigate the relative impact of the TAM's perception variables in various retail or IT settings.
ENDNOTE
1. We adopted a newer categorization of the generational cohort in the present paper. The Gen X refers to the individuals born between 1965 and 1976 , Gen Y to those born between 1977 and 1995 , and Gen Z to those born between 1996 (Yan, 2006 . It should be noted that another school of thought identified the millennials as a generational segment consisting of individuals born between 1982 and 2004, which encompasses most of Gen Y and Gen Z populations (Strauss & Howe, 2010) .
